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3.1 Section Heading 


Historically the concept nostalgia is considered as a synonym to depression or melan- 
choly that was related to the homesickness, which means the concept, was taken in 
the field of psychology as some sort of illness (Kazlauske and Gineikiene 2017) [11]. 
The concept was given of new life by a sociologist Davis (1979) [4] where he defines 
sociology of nostalgia as positive emotions. Since the publishing of the book, the 
concept has been considered as positive aspect. In Kessous and Roux’s study [12] 
(as cited by Kazlauske and Gineikiene 2017) [11] stated that the different definitions 
of nostalgia are focused from an emotional state to a preference. The literature in 
explaining the nostalgia is accepting that it is wishing for an idealized past that may 
be explained as the pleasant feelings (Holbrook and Schindler 1991 [7]; Stern 1992 
[29]; Holak and Havlena 1998 [6]). Holbrook and Shindler (1991) [7] defined nos- 
talgia as a preference of the individuals when they were younger towards the things 
that were common. The definition explains the preference as positive or favorable 
attitude, things means people, place or objects, young age means the adulthood, 
adolescence, childhood or even before birth and common means things which were 
common like popular products or fashion. 

There are many ways to share your message with the target audience and one 
of them is the nostalgic advertising. Nostalgia’s use in advertising is considered to 
be highly successful and convincing in the prior literature (Marchegiani and Phau 
2011) [23]. The nostalgic literature suggest that it may be nostalgic feelings may 
be produced through a time in past when an individual was born or from a per- 
sonally remember past. The first condition is called historical nostalgia means the 
way it was and second condition is personal nostalgia which means the way I was 
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(Holak and Havlena 1992 [5]; Stern 1992) [29]. When a product is connected to the 
experience of customer in advertising campaign, its suggest that a company is pro- 
moting personal nostalgia and people who did not experience the first launching of 
products or icons this is believed that the company is promoting historical nostalgia 
as seen in movies, fashion, celebrities etc. (Marchegiani and Phau 2011) [23]. 

Prior researches in the area of nostalgia have discussed various aspects such as age 
identity, judgment of the product, brand attitude, perceptional analysis, cognition, 
attitude and intentions etc. (Ju et al. 2016 [10]; Kazlauske and Gineikiene 2017 [11]; 
Marchegiani and Phau 2011 [23]; Marchegiani and Phau 2010) [17]. However, there 
is a difference between intentions to buy and actual purchasing from the customers. 
Since there is sparse literature discussing the influence of nostalgic advertising on 
actual purchase behavior of the customer. This study will advance in the area to check 
whether there is any influence of nostalgic advertising on actual purchase behavior 
or not? It was suggested that nostalgic feelings help reducing the wish for money 
because it has a capacity to motivate the social state of being joined or linked and using 
of products with nostalgic feeling help restore the belonging feelings successfully 
(Lasaleta et al. 2014 [13]; Loveland et al. 2010 [15]). Considering the nature of the 
study, this research also aimed to test the hypotheses on older age sample because as 
people grow, they get used to looking back more often meaning that age factor is the 
most important tool in evoking the nostalgia thing (Neugarten 1974 [20]; Sedikides 
et al. 2008). 


3.2 Literature Review 


For the variable Ad-evoked nostalgia, the study focuses on the definition provided by 
Holbrook and Schindler (1991) [7]. As discussed above, the authors mentioned three 
things in the definition, pleasant feelings, things, and younger age. The definition is 
taken in its true essence in this study as it is focused on the feelings of consumers 
emerged after the nostalgic advertising which may help consumer recalling about the 
past (pleasant) (Ju et al. 2016) [10]. This explanation means that the study is focused 
on the personal nostalgia and not on historical nostalgia which justifies the mediator 
self-continuity, which means customers own life experiences are focused to capture 
in the study. 

In the Bluck and Alea’s [2] study (as cited by (Ju et al. 2016) [10] it was stated that 
autobiographical memory has three functions, directive function, self function and 
social function. The social function out of these three is mainly related to upholding of 
the self-continuity by using memories to contact present or past self of the individuals. 
The construct may be defined as a memory that let human to remember their selves 
over the lived period consistently (Bluck and Alea 2008) [2]. If we compare humans 
with the animals, remembering of the past is the basic process of mankind discussed 
by Neisser’s paper [19] (as cited by Ju et al. 2016) [10]. Self-Continuity has a great 
significance in psychology, though we are often ignoring it (Ju et al. 2016) [10], it may 
be called as human navigating system. Bird and Reese (2008) [1] have suggested that 
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humans begin gathering of personal information (memories) that helps in formation 
of self-identity after the early age. The discussion above clearly indicates that this 
construct is highly importance with reference to personal nostalgia and relevant to 
this study. 

This research looks for a connection between ad evoked nostalgia and purchase 
intentions of the consumers. Purchase intentions are the agreeableness or willing- 
ness of a consumer to purchase a particular product or service. Consumer purchase 
intention is classified as a component of cognitive behavior of the individuals that 
how one buy a particular brand (Ling et al. 2010) [14]. Brand attitude is an impor- 
tance communication consequence if purchase of a brand is to be happen. In Percy 
and Rossiter’s [22] study the attitude is explained as overall evaluation of a brand 
with respect its perceived ability to meet up a relevant motivation (as cited in Percy 
and Rossiter 1992) [22]. The authors further explain that the evaluations should be 
connected to the currently motivations and that must be relevant. 

The socio-emotional selectivity theory suggested that as people age, people view 
their life span as limited, they shift attention away from knowledge related future ori- 
ented goals and emphasize the importance of meaning and purpose in life. Sedikides, 
Wildschut, Arndt, and Routledge (2008) [26] added that older people may have sig- 
nificant nostalgia. The authors further argued that at the later age of individuals, 
nostalgia can play an important role in rejoining connections with others. Purchase 
behavior is taken as a dependent variable in this research means that whether con- 
sumers purchased the brand(s) that are under study or not (Hsieh et al. 2004) [8]. The 
study believes that purchase behavior should be investigated along with the purchase 
intentions because brands power is in the minds of consumers that mean a consumer 
is the best judge and the intentions of a consumer may differ from the intentions of 
the firm. Therefore, the study has taken purchase behavior to check whether there is 
any impact of nostalgia on the actual purchase or not. 


3.2.1 Hypotheses 


(1) Nostalgia, Self-Continuity, Purchase Intention and Purchase Behavior The 
relationship between ad evoked nostalgia and self continuity has been discussed in 
the literature on various occasions. Evoking nostalgia helps to develop and maintain 
a continuous identify of the individuals (Sedikides et al. 2008). It enables promotion 
of self continuity (Sedikides et al. 2015) [27]. Ju et al. (2016) [10] concluded that self 
continuity is higher in the people who are exposed to a nostalgic message than people 
who view present focused message. They also concluded that the difference between 
present focused message and nostalgic message with regards to self-continuity. Ju 
et al. (2016) [10] further argued in their literature that important decisions, such as 
higher education, marriage, planning for child made in young age may have important 
influence in the later age. Such positive events in a life span of the individuals may 
help nostalgic recollection of young age days to feel the self identify of past and 
connect it with the current status of the individual. This whole process leaves to may 
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lead to encouraging and emerging attitude for brand and intent to purchase and hence 
they have taken self continuity as a mediator of reaction of customer on nostalgic 
advertising. Their results supports the relationship among nostalgic messages, self 
continuity and brand attitude, the results also highlighted that there was a direct 
connection between self continuity and brand attitude. Brand attitude found to be 
a full mediator between intentions to purchase and self continuity with positive 
and significant relationship. Brand attitude was also found positive and significant 
mediator between nostalgic advertising and purchase intentions. The overall results 
of the study suggested that brand attitude and self continuity found either full or 
partial mediators when nostalgic advertising and purchase intentions variables were 
taken. 


(2) Advertising Attitude, Brand Attitude, Purchase Intention and Purchase 
Behavior Brown and Stayman (1992) [3] has taken attitude towards brand, atti- 
tude toward advertising message and purchase intentions as predictors of consumer 
behavior. Advertising influences the cognitive and effective attitudes of the con- 
sumers towards the brand, which leads to purchase intentions Ju et al. 2016) [10]. 
The authors revealed that nostalgic advertising may have greater impact on attitude 
towards the advertising, purchase intention and the brand. 


(3) Age, Purchase Intention and Purchase Behavior Isn the study of Mantel and 
Kardes [16], it was highlighted that consumers who are highly involved in the pur- 
chasing process seems to evaluate the information coming from advertisement more 
thoroughly than those of low involvement consumers, moreover Suri and Monroe 
[30] added that these consumers with the high cognition needs usually require a 
logical reasons before making a purchase of a product therefore, the response of the 
consumers in these cases could be initiated by the information available in the adver- 
tisement (as cited by Verma 2009) [31]. The study concluded that advertisements 
that contains attributes of products, refreshment and information that enlighten the 
consumers significantly impact on consumer purchases. Merchant et al. (2013) [18] 
have mentioned in their explanation to personal nostalgia that it influences the pur- 
chases by consumers i.e. purchase of automobiles, foods and cosmetics, perfumes, 
cigarettes and tea, songs, arts and entertainment and movies. The discussion above, 
suggested taking actual purchase decision make by the consumers as a consequence 
of nostalgic advertisement. 

Taylor and Konrad suggested, people who grow older, they tend to look at their 
past more often and may purchase items to maintain the memories of their past, 
these purchases creates a connection between the present and future of the individuals 
(Sierra and McQuitty 2007) [9]. Taking the view again of Socio-emotional selectivity 
theory where the later age is considered as limited, Sedikides et al. (2008) [26] 
stated that the later age causes in social isolation and that result in damaging close 
friendships and social relationships, then the nostalgic advertising can play its key role 
in strengthening the relationships. Therefore, the study undertakes age as a moderator 
that can affect the relationship among nostalgic advertising, purchase intention and 
purchase decision. The study aims to re-validate the results of the model Ju et al. 
(2016) [10] and also propose the following hypotheses in the study: 
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H7: Nostalgic advertising effects the purchase decision. 

H8: Age effects the relationship between nostalgia marketing and purchase inten- 
tions. 

H9: Age has a role to play between nostalgia marketing and purchase decision 
relationship. 


3.3 Methodology 


The research focuses on the nostalgic advertising and its impact on the purchase 
intentions and purchase decisions of the consumers and for the purchase three nos- 
talgic ads were taken to get the data. The purpose and the objectives of the study 
were briefly explained before the ads were shown to the audience. For gathering 
the data, the student classes were chosen where bulk samples were collected, some 
respondents were used in focus groups to collect the data and individual videos were 
also shown to few respondents. After showing the videos, the sample was given a 
questionnaire to provide their responses. The sample includes staff and students of 
two educational institutions in Karachi, Pakistan. Considering the requirements of 
the study, minimum age group taken in the study started from 21 years. Since the 
data was collected via offline mediums, therefore the rejection rate of the question- 
naires was low, only 300 questionnaires were distributed and 29 were rejected due 
to incomplete or invalid questionnaires. The sample size is less due to the nature of 
the study as there were different ads that were shown to the audience. Moreover, 
the sample is also meeting the statistical requirements. To test the data, the study 
used two stage approach. At first stage, measurement model was applied to test the 
reliability of the data and in second stage; structural model was applied to check the 
acceptance and rejection of hypotheses. SPSS and SMART PLS were used to test 
the data. 


3.3.1 Instrument 


Table 3.1 shows the research instrument as follows. 


3.3.2 Proposed Research Model 


The proposed research model can be shown as Fig. 3.1. 


34 K. Khan and S. K. Hussainy 


Table 3.1 Research instrument 


Factors and items 


Nostalgia (Pascal et al. 2002) [28] 
Reminds me of the past 


Makes me think about when I was younger 


Reminds me of the good old days 


Helps me recall pleasant memories 


Makes me feel nostalgic” 
Self-Continuity (Sedikides et al. 2015) [27] 


I feel connected with my past 


I feel connected with who I was in the past 


There is continuity in my life 


Important aspects of my personality remain the same across time 
Brand Attitude (Rosbergen et al. 1997) [25] 

I found the ads and brand Good 

The brands provides value for money 

The brands are of High Quality 

Purchase Intention (Putrevu and Lord 1994) [24] 

It is very likely that I will buy the advertised product 


I will purchase the advertised product the next time 


I will definitely try the advertised product 
Purchase Decision (O’Cass 2000) [21] 


I think a lot about my choices when it comes to nostalgic products 


I place great value in making the right decision when it comes to nostalgic products 


Purchase decisions for nostalgic products are very important to me 


I attach great importance to purchasing nostalgic products 


“Purchasing nostalgic goods/services is significant to me 


3.4 Results 


In the measurement model the study has checked inter-item reliability, Cronbach’s 
Alpha, composite reliability, average variance extracted (AVE) and discriminant 
validity. The Table 3.2 suggest all the details of validity and reliability except dis- 
criminant validity. The values are found to be satisfactory as per the standards. Only 
two items of the instrument were not at par with the threshold, therefore in further 
analysis, both were deleted. 

The Table 3.3 contains the values of discriminant validity of each construct where 
all the values of were found as per the benchmark and hence it can also be said that 
there is no issue with the discriminant validity in the constructs and all the items are 
explaining the variances that was required from them. 
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Perceived self- 
continuity 


Purchase 
Intentions 


Ad-Evoked 
Nostalgia 


Purchase 


Behavior 


Fig. 3.1 Proposed model 


To check the fitness of the model, the study has applied construct cross validated 
redundancy (CV-RED) test as mentioned in the Table 3.4, where all the values were 
found greater than 0 that means the data has passed the goodness of fit test. 

The ¢ and p values of Table3.5 are there to explain the acceptance and rejec- 
tion of hypotheses. All the direct relationships were accepted except perceived self 
continuity and brand attitude relationship. The overall results of direct structural 
path suggests that the study is agreed to the model provided by Ju et al. (2016) [10]. 
Moreover, the study also proved that the relationship between nostalgia and purchase 
behavior is positive and significant. 

The Table3.6 of the study contains all the indirect relationships. The indirect 
relationship between nostalgia and brand attitude with self-continuity as mediator is 
not found significant therefore, it can be stated that no mediation effect was found in 
this case. The other two models were found significant therefore, it may be concluded 
that there is a mediation found in such cases and the results supports the study of Ju 
et al. (2016) [9]. 

The moderation effects can be checked in Table 3.7, age was taken as moderator 
in the study where its effects were checked on nostalgia and purchase behavior 
and nostalgia and purchase intentions. The interaction effect was found positive on 
nostalgia and purchase intentions. The model gets strong with ¢ and p values that 
mean age inflates the relationships. The relationship between nostalgia and purchase 
behavior was found strong without taking moderator, however the relationship was 
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Table 3.2 Validity and reliability table 
Outer loadings 


Items | AEN | BA PC-C | PB PI Cronbach’s | Composite | Average 
alpha reliability Variance 
Extracted 
(AVE) 


NAI | 0.922 0.852 0.896 0.644 
NA2 | 0.917 

NA3 | 0.876 

NA4 | 0.745 

NAS | 0.454 
BAI 0.824 0.853 0.911 0.774 
BA2 0.925 
BA3 0.888 
SC1 0.834 0.890 0.922 0.749 
SC2 0.905 
SC3 0.872 
SC4 0.849 
PBI 0.86 0.879 0.907 0.665 
PB2 0.875 

PB3 0.905 

PB4 0.794 

PB5 0.609% 
PII 0.797 | 0.834 0.901 0.753 
PI2 0.920 
PI3 0.883 


“Items were not found satisfactory with their inter C item reliability, therefore both were dropped 
in the further testing 


gets weaken when moderator was taken therefore, negative effect was discovered in 
the second model. 


3.5 Conclusion and Recommendations 


3.5.1 Conclusion and Discussion 


The aim of the study was first to check the model of proposed by Ju et al. (2016) 
[10] and then to check the effects of nostalgic advertising on the purchase decisions 
of the consumers. Moreover, the study has also taken the age as a moderator that 
effect on nostalgic advertising and purchase intentions relationship and nostalgic 
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Table 3.3 Discriminant validity table 


Ad-evoked Brand attitude | Perceived Purchase Purchase 
nostalgia self-continuity | behavior intentions 
Ad-evoked 0.802 
nostalgia 
Brand attitude | 0.307 0.880 
Perceived 0.451 0.140 0.865 
self-continuity 
Purchase 0.344 0.390 0.205 0.815 
behavior 
Purchase 0.314 0.458 0.250 0.533 0.868 
intentions 


Table 3.4 Q? using construct cross validated redundancy 


Q? (= 1-SSE/SSO) 


Ad-evoked nostalgia 


Brand attitude 0.062 
Perceived self-continuity 0.147 
Purchase behavior 0.094 
Purchase intentions 0.186 


Table 3.5 Direct structural path 

T Statistics P Result 
Ad-evoked nostalgia | 3.996 0 Accepted 
— brand attitude 


Ad-evoked nostalgia | 7.259 
— perceived 
self-continuity 


0 Accepted 


Ad-evoked nostalgia | 5.433 0 Accepted 
— purchase behavior 

Ad-evoked nostalgia | 1.853 0.032 Accepted 
— purchase intentions 

Brand Attitude > 5.134 0 Accepted 
purchase intentions 

Perceived 0.023 0.491 Rejected 


self-continuity > 
brand attitude 
Perceived 1.936 0.027 Accepted 
self-continuity > 
purchase intentions 
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Table 3.6 Indirect structural path 
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T Statistics 


Results 


Ad-evoked nostalgia 
— perceived 
self-continuity > 
brand attitude 


0.022 


Rejected 


Ad-evoked nostalgia 
— brand attitude > 
purchase intentions 


2.921 


0.002 


Accepted 


Ad-evoked nostalgia 
— perceived 
self-continuity > 
purchase intentions 


1.843 


0.033 


Accepted 


Table 3.7 Interaction effects 


Before interaction 
effects 


T Statistics 


Result 


Ad-evoked nostalgia 
— purchase behavior 


5.722 


Accepted 


Ad-evoked nostalgia 
— purchase intentions 


1.940 


Accepted 


After interaction 
effects 


Moderating effect > 
purchase behavior 


2.298 


0.012 


Accepted 


Moderating effect > 
purchase intentions 


2.276 


0.011 


Accepted 


advertising and purchase decisions of the consumers. The results suggested that the 
mediation effects are partially found and the results partially validate the model of Ju 
et al. (2016) [10]. Further, the results also found significant when purchase decision 
was taken as a dependent variable and age as a moderator. The study undertakes the 
important points that practitioners of advertising firms and main firms can affect the 
buying patterns of the consumers using nostalgic messages given by the company. 


3.5.2 Limitations and Recommendations 


The conducted have several limitations in it, first it has not taken any particular 
industry and advertisements were taken from multiple industries. The study only 
relied on the video advertisements and has not taken any print advertisement. Another 
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limitation of the study is the sample size which is limited to 271 due the financial and 
time constraints, it is recommended to take bigger and diverse sample to discover 
better results. Moreover, although the topic under study is touching the psychology, 
but some important aspects of psychology are not including i.e. emotions. Emotions 
in nostalgia advertisements and its impact on brand purchase intentions and purchase 
behavior a major role, therefore it is recommended to the future researchers to take 
emotions as moderator to check its influence on intentions and purchase decisions. 
Further, the study has taken purchase behavior as it has to because this was not the 
scope of this study, therefore, it is recommended for future authors to define purchase 
behavior operation alization conceptually in the context of nostalgia advertising. 
Lastly, since the study is touch psychology and branding at the same time, therefore 
more branding concepts can also be included in the model i.e. brand recall. Nostalgia 
marketing can help companies to increase their recall ability. 
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